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This study attempts to verify the determinants of brand equity
of services based on consumers’ perception of a banking service.
The present study is based on customer-based brand equity called
the Brand Resonance model suggested by Keller (2001), which
comprises six brand equity constructs, such as: brand resonance;
brand judgements; brand feelings; brand performance; brand im-
agery; brand salience. Exploratory factor analysis was performed
to reduce the total number of items to a small number of under-
lying factors, and the results produced six factors, namely: brand
resonance; brand judgements; brand feelings; brand perform-
ance; brand imagery; brand salience. These alpha coefficients of
the reliability test were found to be ranging from 0.781 to 0.912
for all of the brand equity constructs individually, and for the en-
tire scale the value of alpha was found to be 0.837. Correlation
analysis was performed to find out relationships among various
components of brand equity. From the findings of multiple re-
gression analysis it is evident that brand performance emerged
as the most important determinant of brand resonance, followed
by brand feelings (0.427) and brand judgements (0.306).
Key words: brand resonance model, banking services, customer,
correlation analysis
Introduction
background for the study
Brand equity refers to the marketing effects and outcomes that build
up to a good or service with its brand name. Recent researches on
brand equity point towards the fact that most of the multinational
corporations in the world are focusing on brand equity in their mar-
keting operations. Today’s business world relies mostly on brand eq-
uity. The importance aspect of brand equity is not confined to tangi-
ble goods, but is also of utmost requirement in the intangible services
sector. In the present time, business is not restricted to boundaries
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of nations or cultures, but there is a concept of the global market,
where brands are considered as global brands.
Many contemporary studies in the context of brand equity have
provided evidences of global brands, and all organizations (both tan-
gible and intangible) aspire to develop themselves as global brands.
The financial service sector is no longer far away from this aspect.
Finance institutions are trying their best to make their presence
worldwide. Many foreign banks are establishing their setups across
various countries and cultures. Generally branding is considered to
be associated with only tangible goods, but it is as relevant in the
context of services also. In the case of goods branding, the good itself
acts as a primary brand, whereas in the case of services, the service
provider acts as a primary brand.
There are a few basic differences between tangible goods and in-
tangible services, which may act as indicators for assessing brand
equity. In the case of tangible goods, the branding efforts can be ma-
terialized through attributes like: the product itself, packaging style,
labelling, and logo designing technique. On the other hand, services
lack the tangible attributes like: packaging, labelling and displaying,
which may help them in expressing about the brand. Services are
less harmonized and are composed mainly of conceptual experience
cues, the value of which must be contingent to the consumer (Cobb,
Walgren, Ruble, and Donthu 1995).
In marketing discipline, brand equity has emerged as one of the
critical issues to be discussed and understood (Keller 1993; Aaker
1996). In the literature, brand equity has been discussed by many
researchers in many ways. According to Zeithaml (1981), brand de-
velopment is imperative in services because of the complicatedness
in differentiating products that are deficient in terms of material dif-
ferences. Branding is a principal success driver for service organiza-
tions, and it plays a vital role in services because strong brands in-
crease the confidence of customers in the case of invisible purchase
(Berry 2000).
In the present era, there is stiff competition in service markets
also. Therefore, the concept of service branding is of much relevance.
Intense competition helps the customers to choose among the best
brands, and service providers make their best efforts to attract the
customers. Wood (1995) argued that understanding brand equity in
the marketing context is considered as an effort to define the bond
between brands and consumers.
Almost all of the service industries, such as insurance services,
banking services, hospitality services, airline services, telecommu-
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nication services etc., are confronting with increasing competition.
Bamert andWehrli (2005) concluded in their study that the stiff com-
petition among almost all of the service industries makes it more im-
portant for the service provider to establish a strong brand, not only
in the market but also in the customers’ minds.
A strong brand, being an important relational tool, reduces the
risk of consumption and helps in economizing decision-making costs
(Erden and Swait, 1998). In the contexts of services, the primary ser-
vice brand and the organization are mostly the same (Berry 2000).
objectives of the study
Basically the present study intends to understand the process of ser-
vice brand equity formation from the perspective of the customer.
Banking services are examined in this study. The objectives of the
study are:
1. To validate the determinants of brand equity of banking services.
2. To find out linkages among various components of brand equity.
3. To study the extent that Brand Feelings, Brand Judgments,
Brand Performance and Brand Salience explain the variance
in Brand Resonance.
Literature Review
In marketing discipline, brand equity has been gaining much at-
tention since the nineties, and is referred to those brand properties
which are intangible in nature. Brand equity brings value for every
stakeholder including producers, retailers, and consumers with the
help of the brand name.
Bello and Holbrook (1995) argued that brand equity comes into the
picture when consumers knowingly pay higher prices for the same
level of quality in goods as well as services, because of the charisma
of the name emotionally involved with that particular good or ser-
vice. The importance of brand equity has been discussed in several
writings (Aaker 1991; Kapferer 1995; Aaker 1996; Keller 1998). These
well known books have also talked about how to build and man-
age the brand equity in the service market. Different research works
in marketing (like, Kamakura and Russell 1991; Aaker 1996; Keller
1993; Simon and Sullivan 1993) have explored the theoretical and
practical implications of brand equity.
Heskett et al. (1994) concluded that brand is considered as a de-
fensive marketing tool in order to attract and retain customers in the
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context of the retail service market. The same findings were vali-
dated by Rust, Zahowik and Keiningham (1995). Louro and Vieira da
Cunha (2001) have identified and analyzed four approaches towards
brand management. They conclude that in each organization there
will be a dominant paradigm that will further determine the under-
standing of its brands, the process and content of brand strategy of
the organization. This will furthermore determine the potential con-
tribution of the paradigm to competitive advantage.
The relationship between brand performance and consumer-
based brand equity has been analyzed by Oliveira-Castroa et al.
(2008). They investigate the relationship across thirteen product
categories ranging from computer to soft drink products in Brazil
and the uk. They conceptualized the brand equity as related to the
level brand’s offering of the social benefit. The result of the study
showed a variation between the brand performance and consumer-
based brand equity across the product categories. Furthermore this
variation indicates that products differ with respect to their level of
brandability, suggesting ways to measure it.
Keller (2009) discussed the tools for building strong brands in
the modern marketing environment. The finding of the paper helps
marketers to manage and build their brands’ image in the contem-
porary dramatically changing market. The paper presents the cus-
tomer based brand equity model which emphasizes the importance
of managing and understanding the brand knowledge structure of
the consumer. The brand resonance pyramid has been specifically
reviewed as a means to trace the relationship between marketing
communication and active loyalty of consumers and how this rela-
tionship is being affected by brand equity. Keller has also addressed
the versatility of on-line interactive marketing communications to
marketers in brand building.
Theoretical Model
The concept of brand equity is multi-dimensional. Various models of
brand equity have been propounded by various researchers over a
period of time. A few of the established brand equity models are:
• The Aaker Model of Brand Equity,
• Customer-Based Brand Equity (cbbe) Model and the Brand Res-
onance Model (Keller 2001),
• Brand Asset Valuator by Advertising Agency Young and Rubi-
cam,
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figure 1 Brand Resonance Model
• The brandz Model of brand strength by marketing research
consultant Millward Brown and wpp.
The Aaker Model and the Customer-Based Brand Equity (cbbe)
model are among the most common models of brand equity. As
per the literature reviewed for the concept of brand equity, empiri-
cal studies to test the proposed constructs in the Brand Resonance
model for banking services in the context of India are quite limited.
The theoretical framework for this study is based on the consumer
based brand equity model called the Brand Resonance model devel-
oped by Keller (2001).
The author propounded four main constructs, namely, brand iden-
tity, brand meaning, brand responses and brand relationships. These
four constructs consist of six blocks, which were named by the au-
thor as brand building blocks. All these six brand building blocks
were arranged in the shape of a pyramid.
The author explained through the model that the power of brand
lies in what consumers learnt, felt, saw and heard about the brand
over time. The process of moving from bottom to top of the pyramid
helps in creating brand equity. According to Keller (2001), the six
building blocks are:
1. Brand Salience, which relates to how often the brand is evoked
in the situations of purchasing and consumption.
2. Brand Performance, the degree to which the product meets the
functional needs of consumers.
3. Brand Imagery, which relates to the extrinsic properties of the
goods or services.
4. Brand Judgements, which concentrate on the personal opinions
and evaluations of consumers.
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5. Brand Feelings, which are the emotional responses and reac-
tions of consumers towards the brand.
6. Brand Resonance, which refers to the nature of the customer-
brand relationship and the degree to which consumers believe
that they are ‘in sync’ with the brand.
As per the Brand Resonance model, consumers with true brand
resonance probably have a high degree of loyalty and energetically
seek ways to interrelate with the brand and express their experi-
ences with other customers (Atilgan, Aksoy and Akinci 2005).
Research Methodology
Services offered by public sector banks in India will be investigated
to meet the objectives of the present study. the modern and econom-
ically advanced city of Chandigarh is selected as the sampling area to
get a heterogeneous sample comprising various demographic char-
acteristics. Primary data were collected through a structured ques-
tionnaire adopted from Keller (2001). The questionnaire was based
on all six constructs proposed by Keller (2001). Variables under study
were measured through the perceptions of respondents. A strati-
fied random sampling method was employed to collect the responses
from the respondents. Five sectors were selected randomly from all
the strata.
A pilot study was conducted to ascertain the suitability of the
brand equity construct (n = 83) in the Indian banking setting, be-
cause in the questionnaire statements were modified to suit the In-
dian context. A reliability check has been performed to know the
suitability of the construct for this industry. After ascertaining the
suitability of the brand equity construct, a total of 449 questionnaires
were administered to potential respondents chosen from various ar-
eas of Chandigarh, Union territory of India.
A total of 373 usable questionnaires were returned, giving a re-
sponse rate of 83%, administered to the customer’s sample size of 373
respondents. Since pilot study results were in favour of the construct,
those responses were also included in the sample. As a general rule,
the minimum is to have at least five times as many observations as
the number of variables to be analyzed, and the more acceptable
sample size would have a 10:1 ratio (Hair et al. 2008).
sample presentation
The questionnaire included a section on customer’s profile, as vari-
ous demographic and other factors were likely to influence the cus-
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tomer services offered by the service provider. Information on de-
mographic characteristics may also be helpful to provide services
effectively and efficiently. A demographic profile of the respondents
consisted of age, gender, marital status, educational qualifications,
employment status, and monthly income. Among the respondents
48.5 percent were of the age group 36 to 45 years, and 32.5 percent
of 26 to 35 years. The majority of respondents were males (64.5 per-
cent) and females respondents were fewer (36.3 percent).
The majority of the respondents were married (63.2 percent), and
the percentage of unmarried was 39.7 percent. There were more
postgraduate respondents (69.3 percent) than graduate and others.
Moreover, the occupational variables showed that the respondents
had a major portion of professionals (71.2 percent), whereas the per-
centages of self employment, wage employment, and others were 6.4
percent, 5.6 percent, 16.8 percent, respectively. In the survey it was
also found that the respondents came from different income back-
grounds; amajor part of them (61.3 percent) earned more than Rs.25,
000, and below Rs.25, 000 were only 30.5 percent.
Data Analysis and Findings
The data were analyzed by using exploratory factor analysis, corre-
lation analysis, and multiple regression analysis. The spss software
package 17.0 version was used for analyzing the data collected for
this study. The Microsoft Excel software package was also used to
make some basic computations like calculation of the mean values
etc.
reliability analysis
To test the reliability of the set of items forming the scale a measure
of construct reliability (Cronbach’s alpha) was computed. Cronbach’s
alpha is useful inmeasuring howwell a set of variables or itemsmea-
sures a single, one-dimensional latent construct. The alpha values
of 0.70 or greater represent the satisfactory reliability of the items
measuring the construct (dimension). These alpha coefficients were
found to be ranging from 0.781 to 0.912 for all of the brand equity
constructs individually, and for the entire scale the value of alpha
was found to be 0.837.
exploratory factor analysis
Exploratory factor analysis was performed to reduce the total num-
ber of items to a small number of underlying factors. In addition,
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table 1 Reliability Coefficient for Brand Equity Constructs
Name of Construct Cronbach’s Alpha Value
Brand Salience 0.781
Brand Performance 0.795
Brand Imagery 0.872
Brand Judgements 0.891
Brand Feelings 0.802
Brand Resonance 0.912
Overall 0.837
table 2 Kaiser-Mayer-Olkin Test of Sample Adequacy and Bartlett Test
of Sphericity
Kaiser-Mayer-Olkin Measure of Sample Adequacy 0.893
Bartlett test of Sphericity Approx. Chi-Square 1943.231
Significance 0.000
a test was performed to determine whether the data collected were
consistent with the prescribed structure.
The results for factor analysis gave Kaiser-Mayer-Olkin (0.893),
Bartlett’s Test of Sphericity (Chi-square 1943.231, significance 0.000),
proving that the factor analysis done with the brand equity related
variables was effective. Six factors were extracted using the methods
of principal component analysis.
The extracted six factors explained 69.73% of the total variance.
Principal Component Analysis using varimax rotation with Kaiser
Normalization was performed to find the dimensionality of the data
set collected. The loadings of the factors identified in factor analysis
were stable. Each of the variables loaded high on a single factor. Cut-
off point was 0.40 for the factor structure matrix.
correlation analysis
Average scores for all the six brand equity factors were calculated.
Mean and standard deviations of the variables included in the study
are presented in the tabulated form.
In order to understand relationships among all the brand equity
constructs, the Pearson correlation technique was performed in the
study. Numerical values of the correlation coefficients reflect the de-
gree of association between each of the brand equity constructs.
From the table, correlation results show that there is a strong, pos-
itive correlation between brand judgement and brand performance
(r= 0.734) at 1% significance level. A strong, significant and positive
correlation between brand judgement and brand feelings (r= 0.711)
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table 3 Factor Loadings Matrix
Variables Factor Loadings
Brand Resonance 1 0.41 0.81 0.43
Brand Resonance 2 0.79
Brand Resonance 3 0.83
Brand Resonance 4 0.52 0.80 0.45
Brand Resonance 5 0.78
Brand Resonance 6 0.77
Brand Resonance 7 0.76
Brand Judgement 1 0.77
Brand Judgement 2 0.68 0.44
Brand Judgement 3 0.69
Brand Judgement 4 0.81 0.47
Brand Judgement 5 0.80 0.53
Brand Judgement 6 0.85
Brand Judgement 7 0.79
Brand Feeling 1 0.89
Brand Feeling 2 0.88
Brand Feeling 3 0.51 0.78
Brand Feeling 4 0.79
Brand Performance 1 0.50 0.90
Brand Performance 2 0.91
Brand Performance 3 0.47 0.89
Brand Performance 4 0.88
Brand Performance 5 0.48 0.78
Brand Performance 6 0.79 0.53
Brand Performance 7 0.75
Brand Performance 8 0.80
Brand Imagery 1 0.68 0.45
Brand Imagery 2 0.69
Brand Imagery 3 0.70 0.46
Brand Imagery 4 0.71
Brand Salience 1 0.92
Brand Salience 2 0.43 0.93
Brand Salience 3 0.90 0.44
Brand Salience 4 0.89 0.41
at 1% significance level was found. Correlation between brand per-
formance and brand resonance (r = 0.701) is significant and posi-
tive. Correlation is also strong, significant and positive (r = 0.692) at
1% significance level for brand feelings and brand resonance, and
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table 4 Mean and Standard Deviation for Brand Equity Constructs
Construct Mean Standard Deviation
Brand Salience 4.48 1.47
Brand Performance 3.69 0.73
Brand Imagery 3.71 0.65
Brand Judgements 3.67 0.58
Brand Feelings 3.54 0.73
Brand Resonance 3.32 0.83
table 5 Pearson Correlation
Variables (1) (2) (3) (4) (5) (6)
Brand Resonance 1.000 0.687** 0.692** 0.701** 0.173** 0.039
Brand Judgements 1.000 0.711** 0.734** 0.161** 0.068
Brand Feelings 1.000 0.601** 0.137** 0.031
Brand Performance 1.000 0.198** 0.076
Brand Imagery 1.000 0.021
Brand salience 1.000
notes Column headings are as follows: (1) Brand Resonance, (2) Brand Judgements,
(3) Brand Feelings, (4) Brand Performance, (5) Brand Imagery, (6) Brand Salience.
**Correlation is significant at 0.01 level of significance (two-tailed).
also between brand resonance and brand judgements (r = 0.687).
The correlations between brand imagery and brand judgements are
(r = 0.198), between brand imagery and brand feelings (r = 0.137),
and between brand imagery and brand resonance (r= 0.173).
multiple regression analysis
Multiple regression equations were developed to relate the con-
struct of brand resonance with other brand equity constructs. For
the purpose of developing the regression equations, the five brand
equity factors, i.e. brand salience; brand performance; brand im-
agery; brand judgements; and brand feelings were taken as the in-
dependent variables and the brand resonance as the dependent va-
riable.
The Predicted Regression Model Used in the Study
Y1 =β0+β1X1i+β2X2i+β3X3i+β4X4i+β5X5i+μi, (1)
Where i = 1 to 373, Y is the Brand Resonance, X1 is Brand Salience,
X2 is Brand Performance, X3 is Brand Imagery, X4 is the Brand
Judgements, X5 is the Brand Feelings, and μ is the random error
term.
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table 6 Multiple Regression Results
Independent Variable (1) (2) (3) (4)
Constant –0.293 0.053
Brand Judgements 0.306 0.053 5.773 0.000
Brand Feelings 0.427 0.053 8.057 0.000
Brand Performance 0.496 0.053 9.358 0.000
Brand Imagery 0.093 0.053 1.754 0.101
Brand Salience 0.138 0.053 2.604 0.010
notes Column headings are as follows: (1) unstandardized beta, (2) standard error,
(3) t-value, (4) sig. R = 0.809, R2 = 0.656, adjusted R2 = 0.649, F-value significant =
0.000.
Estimated Regression Equation on the Predicted Model
Brand Resonance = −0.293+0.496 Brand Performance
+ 0.427 Brand Feelings
+ 0.306 Brand Judgements
+ 0.138 Brand Salience
+ 0.093 Brand Imagery. (2)
Overall R2 for the estimated regression model was 0.656, with F-
value significant at 1% significance level.
From the above table it is evident that brand performance emerged
as most important determinant of brand resonance, followed by
brand feelings (0.427) and brand judgements (0.306). The explana-
tion for the results is that the higher the performance of the brand,
the higher will be the brand resonance among the customers.
Discussion
Exploratory factor analysis results give six relevant factors in build-
ing banking services’ brand equity in the Indian context. The study
used the brand equity construct proposed in the Brand Resonance
Model by Keller (2001). The six factors which form the predictors of
service brand equity are brand salience, brand performance, brand
judgement, brand feelings and brand resonance. Among these vari-
ables, strong, significant and positive correlation was found among
brand performance and brand judgement, brand feelings and brand
resonance. In addition, brand judgment is found positively related to
brand feelings and brand resonance. A strong, significant, and pos-
itive relationship between brand feelings and brand resonance was
also evident from the correlation results.
In order to build the relationship between the service provider and
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consumer, brand feelings and brand judgements are more important
as compared to brand resonance. In the context of services, the tech-
nical and functional service quality cannot be separated from each
other, because services are intangible in nature. In the present study,
Brand performance, Brand feelings and Brand judgements are found
to be important determinants that help to develop Brand resonance.
The functional aspect of service quality will help service providers
to develop relationships with customers, and later this may help
them to build loyalty among customers. In the context of services,
brand focuses on the experience of the customer with the service
provider, which helps in understanding the meaning of brand. In
the context of banking services, the functional quality of the services
cannot be understood separately from the technical quality of the
services. To achieve the brand resonance and brand equity, service
providers need to integrate customers’ perspectives, employees’ ef-
forts, and the process of delivering services. The process of service
delivery includes every step of internal operation, which helps in the
production and consumption of services. This will help the service
providers to make improvements in brand resonance.
In order to satisfy the customers, service providers should think
about customized services and, in addition to those, they can also
work out the possibilities of rewards to delight their customers or
attract them for repatronizing the service provider.
Conclusions
As has been suggested by Keller (2001), the present study also con-
firms that the customer-based brand equity model called the brand
resonance model works in series of steps in a logical manner to build
a strong brand. The steps followed in the process of brand building
involve the establishment of brand identity followed by creation of
brand meaning appropriately by drawing the right response and de-
veloping customer relationships over a period of time. The model
used in this study works as a guide to marketers in the process of
developing strong brands in the consumer markets. The model talks
about the sequence from building the meaning of brand to establish-
ing the customer brand relationship. From the findings of the study,
it can be concluded that all six factors contribute to the entire brand
equity construct, and a strong, significant and positive relationship
among all six factors of the brand equity construct. The variation
in brand resonance is explained by its predictors to some extent,
but there may be other factors which may be explaining brand res-
onance in the context of banking services. Brand performance was
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found to be themost important factor followed by brand judgements,
and then brand feelings in predicting brand resonance. In the case
of banking service, brand has been recognized as a relational tool
and is valuable to consumers. The model also implies that service
providers must focus on designing and implementing brand build-
ing programs to get resonance with the customers.
Scope for Future Research
The present study focuses only on public sector retail banks in the
Indian context with which customers develop a long-term relation-
ship over time. Further studies can be conducted for private sector
banks also. In addition, studies can be conducted in other service
contexts such as fast food restaurants, tourism services etc. In fu-
ture, researchers can conduct studies to cross-validate the results of
this study.
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